Introduction  Behavioral economics, as a separate direction of the economy, arose not so long ago -during the last three decades. It is based on a psychological aspect. Traditional economics considers a person as an individual with logical thinking to make informed decisions based on the information available. Due to this, he maximizes his own profit and minimizes the risk level. It is a rational behavior, upon which demand and supply models, business cycles, inflation, etc., are built. However, psychological aspect of a person, namely feelings, emotions, instincts, errors, dependencies, etc., is not taken into account. Thus, a person, as a consumer and producer of public goods, can act unconventionally, irrationally. Marketing is implemented in marketing behavior models. It is considered in the narrow sense as a corporate marketing management, which is based on the development, implementation and maintenance of communication standards that promote the comprehensive development of enterprises and personnel. However, broadly, this term also includes market research, a model of employee behavior, customer group management based on marketing principles, and maintaining a positive image of business entities (Peter, 2012) .
The corporate image has a significant influence on the economic activity of an enterprise. The economic agents' assessment and perception of certain actions of the firm's management is a key aspect of the company's marketing policy. The concept of "image" has many different interpretations and there is no unified approach to its methodology. Therefore, it is impossible to develop a universal model of corporate image. For example, some scientists highlight the emotional and rational component of the image. The emotional component includes: design, quality of advertising, sponsors, availability of information on the company activities. The rational component includes: product assortment, its quality, level of service, customer service, working conditions and organizational culture. Consequently, behavioral economics becomes more and more relevant taking the psychological aspect of a person into account.
In the 21 st century, the following becomes more and more popular: discount systems distribution, events, drawing prize contracts on special terms, special terms of consumer lending, long-term cooperation, the organization of joint presentations, leisure, conferences, the formation of a club or other thematic institutions, a system of club discounts, the use of various leisure activities not only for employees, but also for their families, the system of awarding according to work in non-financial form, the introduction of seminars, excursions, conferences, joint financing of large projects, social adaptation, and the establishment of effective interaction between the authorities and a corporation.
Literature review
The founders of the behavioral economics -American psychologists Daniel Kahneman, the Nobel Prize winner in economics in 2002, and Amos Tversky (the article entitled Prospect Theory:
An Analysis of Decision under Risk was published in Econometrica in 1979) (Kahneman, 1979 ) pay attention to the drawbacks of the traditional economy.
The authors have shown that people in many cases are not inclined to act in accordance with the neoclassical economics requirements and often subject to irrational behavior. They also came to the conclusion that the economy and the market, as one of its components, is the result of human decisions. People's decisions are always characterized by uncertainty and are always risky. In modern science, the ideas of behavioral economics have become widespread and are being explored by scientists from many countries. Dan Ariely, a professor of behavioral economics at the Massachusetts Institute of Technology, is the most famous of them. He found that irrational behavior is not chaotic. It is subject to certain models and therefore quite predictable -at least in statistical terms (Ariely, 2010) .
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University of Chicago, continued the study of behavioral economics and became the Nobel laureate. Thaler said that psychology should be taken into account when making economic decisions. One of Thaler's first contributions to economic science was the discovery and analysis of the "endowment effect", according to which "people are inclined to appreciate the things that they already possess". At the same time, for the overestimated valuation of goods, the very fact of possession is important. And it does not matter whether historical attachment to the subject of evaluation has been formed. The effect of ownership affects economic relations. It can easily explain the tendency of most people to maintain the status quo both in politics and in business, despite high losses. That is, economic mobility of the population can be considerably limited, business models of companies are inert, and the political choice can for decades revolve around "familiar faces". Thaler has proved that people are economic agents. According to Thaler, classic models are simple, because rational and selfpossessed utility maximizers live in them. He calls them "econs". Econs, unlike humans, always make informed decisions, have no bad habits and are devoid of passion, which results in different consequences through the lens of economics. Ekon does not understand the idea of a gift in a real form, but understands it in money form. In the world of econs, there is no inefficient redistribution of resources, liquidity problems, bubbles in the asset market, mortgage booms, catastrophic financial crises. Each of our economic choices may not be the best because there is a large amount of information, which is time-consuming to process (Thaler, 2015) . Since 1979, Thaler, together with Amos Tversky and Daniel Kahneman, introduced the concept of "mental reporting", which consists in primitivization (simplification) of financial decision making. Kahneman has revealed a number of principles that irrational human behavior f o l l o w s . H e p r o p o s e d t w o s y s t e m s o f t h i n k i n g : "slow" and "fast". The first system is responsible for analyzing large volumes of information, examining emerging problems, while the "fast" one is responsible for making instant decisions and is based on stereotypes, established opinions and is often perceived as intuition. In practice, economic agents make consuming decisions quickly, without taking into account all factors under the influence of irrational impulses that can substantially and systematically reject the result from the optimal one. According to classical economics, such behavior is meaningless, whereas behavioral finances and life itself point to the opposite. Research by Thaler et al. is widely used by marketers, especially in e-commerce. Various systems of bonuses and discounts, electronic accounts for replenishment, free trial versions are based on the weaknesses of human psychology in relation to their own funds and in terms of saving and consumption. In criticizing the classics, Thaler did not at any time reject the multi-year achievements of economic science, believing that the models of the neoclassicists are a great starting point for more realistic economic models that help create a behavioral economy. Thaler explained the causes of anomalies in the financial markets by the psychological factors, such as the tendency of investors to reassess their own strategy and underestimate the risks during the general euphoria on the market. Instead, during "bearish trends", even professional stockholders lose capital because they tend to hold stocks in their trading portfolio longer than they should in the hope of restoring prices. The essence of the concept of "pushing" is that there is no need for excessive barriers that stop econs in making decisions. An American scientist has shown how to use the endowment effect, manifested in the inertia of our decisions, as a "push" for economic policy. Thaler is a co-author of bestsellers such as Nudge: Improving Decisions on Health, Wealth, and Happiness (2008) and Misbehaving: The Making of Behavioral Economics (2015), which clearly illustrated why human behavior is contrary to traditional economic logic, and what it results in (Kornyliuk, 2017) .
Despite the considerable work performed by scientists, an aspect such as image management of corporations through behavioral marketing is not sufficiently considered. Particular attention should be given to approaches of the corporate image formation, its components and factors that have the greatest impact on it.
Mostafa, Lages, Shabbir, and Thwaites (2015) analyzed formation of consumer corporate image focusing on how an enterprise can effectively deal with customer complaints taking into consideration factors such as compensation, speed of response, apology, problem solving and explanation. Also, the importance of customer service quality was emphasized by Botha (2016) . The author considered the interconnection between corporate culture, customer service and organizational performance.
To form a positive corporate image, humorous marketing activities can be implemented. Hashem (2017) scrutinized the influence of humor advertisement on airline customers and found out that aggressive humor has most effect on customer mental image. To achieve a good result in the creation of humorous campaign, a company should primarily be oriented towards consumers, while feedback from them is vital.
Not only humor can be used in corporate image promotion. In order to achieve marketing competitiveness, corporate music can be used. Yong (2017) analyzed how music can enhance the internal cohesion of a company and act as a promotional tool. Sallam (2016) investigated the influence of the corporate image on the sharing positive word of mouth, purchase decisions and customer satisfaction in general.
In image building, it is vital to create a strong and recognizable brand. Latif, Islam, Noor, Mohamad, and Kongsompong (2016) have described the framework of forming brand image as follows: brand awareness, resonance, association, superiority, affection, corporate social responsibility, management and advertisement. Using CSR activities in building a brand image was studied by Richards, Thomas, Randle, and Pettigrew (2015). It may include different programs in categories such as: environment, community, partnerships, consumer responsibility, diversity, indigenous and diversity.
Ki-Han Chung, Ji-Eun Yu, Myeong-Guk Choi, and Jae-Ik Shin (2015) analyzed corporate social responsibility factors that influence customer loyalty and forming a strong reputation, presented the relationship between corporate image and CSR. The study focused on philanthropic, ethical, economic, legal responsibility, consumer protection and environmental contribution.
Korzh, Gaievskyi, and Hurdzhyian (2017) proposed a model for evaluating the marketing performance of an enterprise based on sales revenue index, paying attention to image-building, customer loyalty and purchasing intention level. Kehinde (2012) analyzed influence of four factors (productivity of an organization, longevity, effectiveness and efficiency) on organizational culture and corporate image. The author proposed an approach for an organizational development strategy that based on elements such as: resources, visions and missions, their influence on cultural element and then on image.
Van Heerden (1999) highlighted that positive image may be achieved only by taking into account aspects such as employee behavior and customer service. He claimed that corporate personality determines corporate identity and this in turn creates corporate image. The author designed a corporate image process model that considered behavioral, visual cues and marketing effects created by corporate image.
Aims
The purpose of the research is to develop a set of marketing activities that would contribute to the formation of positive corporate image of business entities and supporting it in the long run.
Results
In order to offer own corporate image structure with the conditions of behavioral marketing, it is necessary to know more about other popular models. The model by LeBlanc and Nguyen (1996) is worthy of special attention. It is based on emotional and functional attributes. Emotional part includes managerial reputation and corporate identity while functional one is focused on qualitative and quantitative characteristics such as service offering and physical environment (Figure 1 ).
Fig. 1. The corporate image model by LeBlanc and Nguyen
Source: LeBlanc and Nguyen (1996) . Later, this model was specified by Tubillejas, Cuadrado, and Frasquet (2011) . In their research functional attributes and their measurement were deeply analyzed ( Figure 2 ). An important aspect in studying the formation of corporate image is the analysis of its components and their impact on the customer attraction. It is interesting to consider the model of the relationship between corporate image and consumers proposed by Gouji, Taghvaei, and Soleimani (2016) . The authors singled out elements such as: experience, character, merit, quality, differentiation, price, technology, culture and recognition (Figure 3 ).
Fig. 3. Relationship between corporate image components and customer attraction
Source: Gouji, Taghvaei, and Soleimani (2016).
There are several areas of behavioral marketing: 1) in relation to employees; 2) in relation to clients; 3) in relation to suppliers; 4) in relation to shareholders; 5) in relation to intermediaries. Marketing activities of the organization deployed in these areas result in the shaping a multi-agent system of marketing actors (Inshakov, 2008, pp. 7-8) . This system identifies the features of marketing behavior of the entities that are included in the system of complex multilevel communications with each other, finds out the environment for enhancing the innovation activity of the multi-agency system participants, explores the causes of the opportunism for innovation, and develops economic, organizational, and institutional mechanisms for overcoming (obtaining) opportunistic tendencies, etc. (Ovechkina, 2013) . The image is formed according to five areas of behavioral marketing. Figure 4 shows the structure of corporate image of business entities. The image of business entities among customers is based on their vision of the unique characteristics that in their view products and services have: quality, design, service and discount system, price, the stated mission and strategy of the bank, as well as its corporate style.
The image of intermediaries and suppliers consists of partner concepts: business reputation, compliance with ethical business practices, reliability, loyalty to partners, information openness, as well as business openness, indicators of which are sales, relative market share, variety of products and services, pricing policy flexibility. They constitute the external image of entrepreneurial structures.
The internal image of business entities is the image of shareholders and employees. The image among shareholders is in shaping their behavior, which depends on the size of financial results, short-term goals of innovation development, market position. The image among employees is formed under the influence of the attitude of managers and owners to their work, interest in personal dates, the availability of social package.
The internal and external image complement each other and not only ensure the advance development of business structures, but also the region and the state.
Corporate image serves as one of the tools to achieve the strategic goals of business entities that relate to the main areas of activities and are oriented towards the future. The formation of a positive image requires purposeful systematic activity related to the transformation of the real image of business entities into a positive one. In order to assess and create a positive corporate image of business entities, it is expedient to consider the "mirror" image, that is, the top management's vision of the corporate image. Since the initiation and resource support for the creation a positive image depends primarily on the leadership, the strategic task is to join the mirror image of business entities and its real image, and then to transform the latter into a positive image that enhances the market power of corporations.
The methodology for shaping the corporate image of business entities can be represented by the following sequence of steps: The procedure of creating business entities' corporate image is based on the assumption that image as an instrument of influence on the external environment should be brought closer to the positive one, thus increasing the "market power" of the corporation. Consequently, the parameters characterizing corporate image of business entities must be in line with a positive image.
The following are typical for the internal image of corporations:
 opportunity for advancement;  salary system and moral incentives;  level of corporation prestige;  corporate style;  moral environment of the corporation;  staff beliefs about the corporation's mission and strategy;  the corporation image in the target segments awareness.
The following parameters are for the external image of corporations:
 social events and projects held;  information openness;  participation in social programs of the region;  law-obedience;  level of loyalty to partners;  quality and level of service;  services.
Conclusion
When creating a positive corporate image, business entities should take into account the five target segments, namely customers, suppliers, shareholders, employees, and intermediaries. Moreover, it should be borne in mind that each of these subjects does not accept rationalist decisions, is an econ who places emphasis on spontaneity, emotionality. Accordingly, it is difficult to predict the situation of creating a positive corporate image of business entities. The latter should create a development strategy using these assumptions, form an approach that creates comfortable environment for cooperation that will be different from rival enterprises. In the 21st century, characteristic is the retention and conquest of new econs in terms of "spectacles". The "spectacles" can be realized as follows:
 for clients -discount system, special events, drawing prize contracts on special terms, special terms of consumer lending, etc.;  for suppliers -long-term cooperation, joint presentations, leisure, conferences, club formation or other thematic institutions;  for employees (club discount system, the use of various leisure activities not only for employees, but also for their families, bonus system for work in intangible form);
 for shareholders (seminars, conferences);  for intermediaries (joint financing of large projects, social adaptation, and effective cooperation between the authorities and corporations).
These measures should promote the most ambitious interests of customers, suppliers, employees, shareholders, and intermediaries. All this in aggregate will provide a positive image of business entities not only in domestic markets, but also in the international ones.
